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TBI Kids | Diversity In Programming 


Diversity in TV must start early 


While representation in kids’ TV has increased in recent years, it’s still got a long way to 
go before it becomes mainstream. Ann-Marie Corvin reports 


Cottonwood Media’s Find 
Me in Paris 


rom Sesame Street to Dora, there’s a 
perception that kids TV leads the way when 
it comes to positively championing themes of 
inclusion and diversity, but statistics suggest 
otherwise. 

The ongoing Children’s Television Project (CTV) 
at Tufts University, which has been monitoring US 
children’s TV content for diversity for the last seven 
years, has found that black characters account for 
5.6% of a total sample of over 1,500 characters, 
despite representing around 13% of the population in 
2018. 

Meanwhile, in the UK, regulator Ofcom’s Children 
and Parent’s Media Use and Attitude Report 
(November 2017) found that a third of British 
8-11 year olds still didn’t think there were enough 
programmes which showed children that looked like 
them. 

This matters because young audiences will 


simply pay less attention if they don’t see themselves 
reflected in the content, according to Anne Brogan, 
joint managing director of kids prodco Kindle 
Entertainment. 

“If your creative comes from a limited pool of 
experience you can’t capture the wider experience of 
kids, and if you can’t do this, they will disconnect,” 

she warns. 

The former ITV kids’ controller adds that the 
challenge for content makers is to find the people to tell 
the stories and to make them entertaining so that they 
have universal appeal. 

For its CBBC/CBeebies hit, Jammillah And Aladdin - 
which brought together three central characters from 
a diverse background — Kindle chose to draft in less 
experienced writers from diverse backgrounds. 

“Tt isn’t easy if you have a team of rookie writers as 
you have to put a huge amount of support into that 
team to generate the scripts,” Brogan adds. 
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Commercially, however, it was worth it, with the 
52 x 11-minute show — distributed by Spain’s Imira 
Entertainment — picked up by Spanish pubcaster TVE; 
Al Jazeera for the Middle East and North Africa, as 
well as Sweden and Norway via networks Sveriges 
Television and NRK. 

“Broadcasters loved that combination of the classic 
storytelling and the very modern ethnically diverse 
characters; the response we had from parents was 
delightful. Their children were seeing what was familiar 
to them on screen for the first time,” she recalls. 

Julie Bristow, president and CEO of Toronto-based 
content-creation company Bristow Global Media 
(BGM) reports similar feedback after the first series 
of last year’s 13 x 22-minute live action series It’s My 
Party! for TVO. 

Aimed at 6-9 year olds, the series takes young 
viewers on a tour of the world’s greatest parties, from 
Diwali and Kwanzaa to Hanukkah and Oshogatsu. 

Currently in production on the second series, which 
the firm is taking to MIPTV, Bristow reports that the 
response from viewers has been overwhelming. 

“It’s often the first time the kids have seen their 
culture represented on TV. Parents hear their kids shout 
‘They are telling our story’, and that’s what we have to 
do, we have to put everybody on camera,” she says. 

There are plenty of other examples of commercially 
successful kids content punching through that reflects 
and explores different cultures and experiences. 

Cottonwood Media’s preschool animated hit, Ollie 
ce Moon, the second series of which is heading to 
MIPTY, introduces small kids to different cultures 
— with two cats — who travel around the world 
appreciating the differences and similarities in everyone. 

The show’s ‘vive la différence’ message has now sold 
to over 150 countries, airing in most English-speaking 
countries as well as every major market in Europe, 
Asia, the Middle East and Latin America. 

According to Cottonwood co-founder Cécile 
Lauritano, when the company was developing its ultra 
premium live-action ballet co-pro Find Me In Paris, 
they were keen to reflect LBGT+ experiences as a 
normal part of teen life, with a storyline featuring an 
openly gay character who falls in love with a friend, 
treated as any other romantic plot. 

While this may not seem groundbreaking, given the 
amount of YA fiction written to reflect gay experiences, 
until recently there’s been a nervousness among execs 
around LGBT characters, which makes the success 
of dramas such as ABC Australia’s First Day (see case 
study), all the more remarkable. 

“As a producer I was very proud to bring this 
storyline to the screen,” says Lauritano, because 10, 
11 and 12 year-old kids need to understand that there 
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must be stories from every origin and every orientation 
and that this has to be normal in 2019.” 

The texture these stories and the diverse and 
international cast brings to this English-speaking tween 
show is arguably one of the reasons for its success: The 
26 x 26-minute show only launched at MIPCOM 
2017 and Cottonwood is already bringing season three 
to MIPTV. 

While gender and ethnicity appear to be high on the 
agenda in kids TV, shows featuring disabled children 
appear less visible, but this is also changing. 

French animation outfit Xilam launched its first pre- 
school property Paprika two years ago, featuring two 
twins, one of whom is a wheelchair user. 

BGM is also developing the animated series Ricky 
Rockets, which Bristow says was brought to the 
company with the theme tune written by a famous 
Canadian musician, whose wheelchair-using nephew 
plays in a rock band. 

For Ed Galton, CCO and managing director at 
CAKE - which distributes and exec produced series 
one and two of CBeebies animated hit Pablo — you can 
never have too many shows that positively champion 
inclusivity, but, he stresses, “they need to be told with 
entertainment and storytelling at their heart”. 

Produced by Paper Owl Films, Pablo details 
the adventures of a boy with autism, using stories 
inspired, written and voiced by talent with autism. 
Now on key channels and platforms throughout 
the world, Pablo has inspired marketing and PR 
campaigns in local markets, according to Galton. 

Its impact on autism awareness is such that 50 
new short ‘behind the stories’ films have been made 
interviewing the writers who reveal their inspiration 
behind the storylines. They will feature on social 


“You need to 
treat diversity 
authentically, and 
not just as a box- 
ticking exercise.’ 
Nina Hahn, 
Nickelodeon 


It's My Party, distributed by 
Bristow Global Media 


TBI Kids | Diversity In Programming 


“10, 11 and 12-year- 
old kids need to 
understand that 

there must be 

stories from every 
origin and every 
orientation and that 
this is normal in 
2019.” 

Cécile Lauritano, 

Cottonwood Media 


CASE STUDY First Day 
ABC/Screen Australia/Epic Films 


media during World Autism Awareness Month 
throughout April. 

The big US kids networks are also stepping up their 
game to reach what Nickelodeon has referred to as 
“the most diverse generation ever”. 

One notable improvement has been the growing 
number of female showrunners in animation — a 
contingent underrepresented in the past. 

These include Rebecca Sugar, creator of Cartoon 
Network’s Steven Universe, which has been praised 
for its positive depictions of LGBT+ characters. 

Other showrunners, many who have made their 
name on Nickelodeon properties, include Christine 
Ricci (Dora The Explorer, Nella The Princess Knight, 
Blaze And The Monster Machines), Farnaz Esnashari 
-Charmatz (Shimmer c Shine) and Niki Lopez, 
creator and producer of upcoming Latina pirate 
adventure, Santiago Of The Seas. 

Elsewhere, top-rated animated series, The Loud 
House, created by Chris Savino and now in its 
fourth series, has been praised for its diverse range of 
characters, including interracial gay parents. 

The Nick show has inspired equally diverse spin- 
off series, The Casagrandes, set to premiere on the 
network this October. Focusing on a Latino family 


Produced by Epic Films and 
commissioned through an ABC and 
Screen Australia joint initiative, First Day 
tells the story of Hannah, a transgender 
child experiencing her first day at 


secondary school. 


The18-minute film was inspired by a 
transgender child the writer Julie Kalceff is close 


to. “When she first started transitioning, her mother 
desperately wanted to support her but wasn't sure of the best way to do that. 

“| thought how wonderful it would be for both of them to see a children’s TV 
episode about a girl who struggled with some aspects of being transgender, but 
who was basically dealing with the same issues as most girls her age,” she says. 

Kalceff and producer Kirsty Stark felt it was important to cast a transgender child 
in the role — to shatter the myth that being transgender is a choice or that it's about 
‘dressing up’. Subsequently its star, Evie Macdonald, became the transgender actor 
in the lead role for any Australian TV drama. 

The film has since gained traction on the international market, having won 
the inaugural Diversify TV Excellence award for Kids Programming at MIPCOM 
last October and the Prix Jeunesse International Gender Equity Prize last May 
—voted on by 550 children’s experts from 65 countries. As a result of such 
“overwhelmingly positive” response, First Day is currently being developed into a 


full TV series. 


who have a child with Down Syndrome (voiced by 
an actor with Down syndrome) the award-winning 
Hispanic-American cartoonist Lalo Alcaraz Coco 
served as an early cultural consultant on the show. 

According Nina Hahn, senior VP of international 
development, Nickelodeon, encouraging showrunners 
to bring their key experiences to the table — and/or 
working with consultants to ensure these experiences 
are authentic — is key. 

“You need to treat diversity authentically, and not 
just as a box ticking exercise. 

“You also need a very strong creator at the centre 
who has a story to tell. Chris came from a big family 
and depicted the life he saw. For us it was a no brainer 
—we didn’t even think about it as ‘the diverse show’,” 
she says. 

But what about breakthrough international 
shows coming from other continents? Ubongo, a 
pan-African content company primarily focused on 
creating learning resources for young children, has 
ambitions to create characters as ubiquitous as Dora 
The Explorer. 

Since launching in 2015, the multiplatform company 
now has four YouTube channels and two key children’s 
properties - Ubongo Kids and Akili And Me. 

It also produced multiple learning resources that 
teach 3-6 year olds (many of whom do not get a 
primary education but may have access to a mobile 
phone) early literacy, numbers, social and emotional 
skills and English as a second language. 

This content is now starting to generate interest 
beyond the 31 African countries and 11m households 
that it currently broadcasts and streams in. 

According to Ubongo’s Iman Lipumba and Doreen 
Kessy, initial interest came from parents all around 
the world who were interested in teaching their kids 
about diversity and inclusivity. Ubongo’s content is 
now available on streaming services in China, Spain, 
the UK and is broadcast in the US via The African 
Channel. 

Content-wise, Lipumba says the focus will always 
retain a local flavour for children who are growing up 
with Dora but are underserved in terms of characters 
that look like them, eat what they eat and live as they 
live. “It’s hugely important that we create our own 
stuff because if the content is not localised our children 
can’t relate to it,” she says. 

“We are bombarded with hair and beauty products 
that help us conform to images of people that don’t 
look like us. But what message does this send out? It 
has got people swimming across the ocean to get to 
Europe — because someone told them that this is the 
best way to be. The narrative has become ‘ ‘whatever 
is foreign is better’. This has to change.” TBI 
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The World’s Worst Children 


David Walliams’ King Bert Productions 
has tied up with production- 
distribution powerhouse 9 Story Media 
Group to bring his book series The 
World's Worst Children to life as a 2D 
animated sketch show 


he World’s Worst Children (TWWC) 
focuses on a collection of badly behaved, 
“foul-smelling and grubby” fictional kids, 
each with their own quirks. 

Across three books, children have been introduced 
to characters such as Dribbling Drew — a boy whose 
drool gets him into terrible trouble — to Sofia Sofa — a 
TV superfan so stuck to the sofa she’s turning into 
one — and now they will be heading to the small 
screen. 

Written by Walliams, the co-creator of British 
comedy sketch show Little Britain, the books have 
sold more than 24m copies globally and been 
translated into 53 languages. 

“David’s books almost have an organic transition 
into a TV property,” says Grainne McNamara, King 
Bert’s producer who joined from Disney EMEA in 
2018. 

“You have these deliciously anarchic and naughty 
characters that are at the forefront and kids respond 
to that.” 

The sketch comedy will be one of many children’s 
novels to be brought to TV by King Bert. Walliams’ 
Ratburger made it on UK-based pay-TV operator 
Sky in 2017, and The Midnight Gang, along with 
Grandpa’s Great Escape, made an appearance on 
BBC One. 

“We do the live-action adaptations of David’s 
books for one-off specials and we have some in 
development as features as well, but TWWC is 
one we knew we could turn into a series,” says 
McNamara. 

This March, King Bert - the developer and script 
producer of the comedy - brought in 9 Story as a co- 


Pr 


Bertha the Blubberer from 
The World's Worst Children 
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producer, distributor and branding partner. The 
prodco behind kids’ hits such as Doc McStuffins and 
Octonauts will handle visual assets and global sales. 
“Tt was a no-brainer,” says Alix Wiseman, senior 
VP of business development for 9 Story. “There has 
been great appetite in the studio to work on a show 


like this.” 
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Playing dress-up 


With three book editions, and at least 10 separate 
characters per book, King Bert is in the process of 
refining which characters can lead the animated 
series. 

From Brian Wong (Who Was Never Wrong), to 
Grubby Gertrude, Miss Petula Perpetual-Motion, 

and many more, the producer is in the process of 
choosing eight characters that can establish an 
emotional connection with its viewers. 
“For World Book Day in the UK a 
lot of kids dress up as these characters; 
Stacey Superstar, for example, really 
speaks to many girls and they dress up as 
her a lot. The same for Nigel Nit-Boy for 
the boys. Brian Wong and Raj are also very 
popular,” says McNamara. 
“You can’t have that many kids in a sketch 
show, so we're really focused on developing eight 
characters. Stacey Superstar is one of those and Nigel 
Nit-Boy, as well as Fussy Frankie. We’ve been playing 
around with a lot of them.” 

The selected eight will be returnable characters the 
show stays with throughout the series. Meanwhile, 
remaining characters will make cameos and appear in 
the series at selected points. 

“There’s so much to mine in terms of characters 
in TWWC, we really felt that there was so much 
comedy that could come out of them,” 

Wiseman adds. 


In-demand 


Animated sketch shows have seen somewhat of a 
growth period in the adult space, with shows such 

as Adult Swim’s Robot Chicken finding popularity 
among viewers. In the kids’ space, however, there is a 
demand for more of it. 

“They had a very funny script so there was instant 
excitement when we were brought on board,” says 
Wiseman. “There isn’t enough of this brand of 
humour around and I think there’s great appetite 

for it.” 

While TWWC will be officially targeted at 7-9 
year olds, Wiseman also believes its hamour could 
stretch to older crowds, developing a type of “cult” 
following. 

McNamara says: “In a world where there’s almost 
too much kids content, you want something fresh 
and different, so the format of TWWC really lends 
itself to that. It’s genuinely funny.” 

King Bert is well placed to fill the gaps in this space, 
with its extensive portfolio of sketch comedy which 
includes titles such as Sick Note, Urban Myth: The 
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David Walliams: British 
actor, writer and TV 


personality 


“You have these 
deliciously anarchic 
and naughty 
characters that are 
at the forefront and 
kids respond to 
that” 

Grainne McNamara, 
King Bert 
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David Walliams 


ustrated in glorions 


colour by Tony Ross 


Trial Of Joan Collins and Walliams c& Friend - its 
persona built around Walliams and his unique form 
of comedy. 

“He’s across it; he sees what we’re doing and 
sometimes gives his opinion on it and he’s very 
excited about having 9 Story on board,” says 
McNamara. 


A global glance 


9 Story has global ambitions for TWWC, and with 
its distribution prowess, which takes titles such as 
Barney, Clifford the Big Red Dog and Let’s Go 
Luna! to territories around the world, it wouldn’t 
have it any other way. 

“Everything we produce, make or acquire has to 
have very strong global potential,” says Wiseman. 
“We think it’s going to tick a lot of boxes for 
international buyers and it’s going to have a natural 
audience, a captive audience, that’s already waiting 
for this kind of content.” 

The key will be the content that 9 Story hopes to 
build to critical mass, which can support consumer 
products, games and other commercial iterations 
further down the line. 

“Our 9 Story brands team have a lot of ideas 
around products, strategy and how they would 
approach the market. I think it will appeal to different 
age groups and different parts of the market,” 
‘Wiseman says. 

“The first objective is about making the series 
right, so it leads on to further series and then leads to 
consumer products.” TBI 
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The big deals 


Kid-E-Cats 

APC Kids has started rolling 
out the global gaming plan 
for Kid-E-Cats as of this March 


Woody Woodpecker 4 Horrid Henry 
Universal Pictures Int'l and : The first episodes of the 
Universal 1440 Entertainment Pablo fifth series of Horrid Henry 
are set to create all-new CAKE sold Pablo across are now available on a“ 
episodes of the title for the first Asia including on China's Netflix in the UK | 
time in 16 years Mango TV and Tencent 


Tumble Leaf 

j Amazon picked up its 
Fe first Children's BAFTA 

_—— Award, winning the 

Doc McStuffins international global 

Netflix has signed a multiyear pre-school category, for 

deal with Chris Nee, the Tumble Leaf 

creator of Doc McStuffins 


a 


1 Lucy Lost 
Xilam is adapting WWI 
mystery novel Listen To 
The Moon into an epic 
animation titled Lucy Lost 


Roald Dahl/Netflix 
Netflix has struck a major deal 
with the estate of well-loved 


The Irish Fairy ‘Dace British children’s author Roald 


Dahl and will remake classics ‘ 
such as Matilda and Charlie —— | 
And The Chocolate Factory 


WildBrain is set to produce 
Motel 51 original content on the popular 
9 Story Media Group and toy brand, including animation 
Peacock Alley Entertainment and live-action videos 
have struck a deal to develop 
and co-produce the live-action 
series 
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A snapshot of the sales and greenlights shaking up children’s TV 


ANIMATION 


Dragon Girl 
CAKE has tied with Ferly 
on the animated action 

adventure series 


Peppa Pig 

EOne will celebrate the 
Year of the Pig with 

all new episodes and 
features throughout 2019 


eS i 


The Tiger Who Came To Tea 
Channel 4 has commissioned Judith 

Kerr's much-loved children’s classic for 
Christmas 2019 


Mifly 
WildBrain has been appointed to 
manage and grow the YouTube 
presence of the popular kids’ brand 


Crackerjack 
The BBC is reviving the 
cult classic, which ran 
from 1955-1984 


ie i 
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Project Z 
ITV Studios label Boom has 
been commissioned by CITV 
to produce the part-structured 
reality, part-gameshow format 


Disney XD has ordered a 
second series of the high- 
flying animated series 
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Kids Hot Picks The top children’s titles heading to MIPTV 


Moka’s Fabulous 
Adventures 

Distributor: Xilam Animation 
Producer: Xilam Animation 
Broadcaster: Gulli (France), 
Super RTL (Germany), K2, DeA 
Kids (Italy) 

Logline: A naive and reckless 
little crocodile goes on an 
adventure 


Moka is the highly-anticipated 
comedy from Xilam Animation, 
following a young crocodile as he 
learns to navigate his life as the son 
of royalty. 

The 2D animated series follows 
Moka, the only son of the King 
of the Savannah, as he decides 
to explore his vast kingdom 


12 


accompanied by Cherry, a strong, 
brave rhinoceros from the Royal 
Guard who goes along to assure 
his protection. 

The duo do not get along at 
first: Moka’s insatiable curiosity 
and impulsive behaviour often get 
him into trouble. But, throughout 
the pair’s adventures, audiences 
see the two grow and evolve 
together. 

“The story is currently of huge 
importance as it’s about being 
kind to each other,” says Marc 
du Pontavice CEO at Xilam 
Animation. 

“It’s about putting prejudice 
aside and trying to understand 
one another’s habits or ambitions. 


It’s about kindness and how 


displaying empathy can be 
rewarding. Kids are very sensitive 
to these issues, and value heroes 
who can champion such an 
attitude.” 

Moka has been highly- 
anticipated since its first 
presentation at Cartoon Forum 
in 2017, where it became one 
of the event’s most attended and 
well-received pitches. While the 
78 x 7-minute series is set to be 
fully delivered in spring 2020, it 
has already picked up a string of 
presales. 

Gulli is on board as the show’s 
French partner, while free-to-air 
broadcaster Super RTL has 
pre-bought the series, along with 
Discovery Italy kids’ channel K2 


and DeA Kids. “We have global 
ambitions for the series because 

it works as a tale that any kid, 
regardless of nationality, can relate 
to. Moka explores the universal 
balance between two needs that 
defines childhood: the need for 
exploration and the need for 
protection,” adds du Pontavice. 

The series was developed 
in-house at Xilam and hails from 
director and storyboard artist 
Andrés Fernandez, who has 
worked on top kids’ series such 
as Zig & Sharko and Oggy and 
the Cockroaches. 

“We asked him for a comedy 
duo series that was in the vein of 
a buddy movie, but with more 
heart and emotion,” he says. 
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FYI 

Distributor: Magnify Media 
Producer: Fresh Start TV 
Broadcaster: Sky Kids (UK) 
Logline: A news format made 
by kids, for kids 


FYT is the news format by 
Fresh Start TV that sees young 
presenters and reporters help 
children make sense of global 
topics as they grow up. 

As well as explaining some of 
the biggest events to appear in 
the news, FYI also gives kids the 
chance to quiz world leaders and 
also quiz their own knowledge 
of the media. 

The format initially aired on 
Sky Kids in the UK, and will 
be shopped to the international 
market by Magnify Media. 

“Tt feels really important, and 
something that’s really sculpted 
for its audience,” says Magnify’s 
Andrea Jackson. 

“There’s two ways of doing 
this; we can make it in each 
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territory with a new cast, or 


broadcasters can take the 
international completed version 
with a multicultural cast of 
presenters who speak in English 
— for certain territories, that’s 
interesting because it presents a 
language-learning opportunity 
as well.” 

Segments in FYI include I 
Don’t Get It — a one-minute item 
that explains the background to 
issue news, and interviews with 
influential people. 

There’s also a segment called 
‘Fact or Fiction?’ where FYI 
shows two different news stories 
and helps kids decide whether 
theyr’re legitimate or not. 

“What we’re consciously 
teaching the kids to do and 
talk about is to be able to 
determine what is real or what 
is a fake news story, because 
that’s something we all come 
up against every time we go on 
the internet or on social media,” 


adds Jackson. 


Rainbow Butterfly Unicorn Kitty 


Distributor: Jetpack Distribution 
Producer: Funrise 
Broadcaster: Nickelodeon (US) 


Logline: A spirited mash-up kitty acquires magical powers 


Rainbow Butterfly Unicorn 
Kitty is the newest Nick show 
focusing on Felicity — a part- 
rainbow, part-butterfly, part- 
unicorn kitty with superpowers. 

The 2D animated mash-up 
show follows Felicity and best 
friend Miguel, as they take on 
every challenge that arrives in 
the magical land of Mythlandia. 

Felicity can shoot glow 
sticks from her paws, lasers 
from her horn, stretch and 
snap in rainbow mode, and 
clap thunderously with her 
butterfly wings. Most of all, she 
embraces the things that are 
unique and special to her and 
her friends. 

The show debuted on 
Nickelodeon in the US in 
January and will roll out to 
more than 170 Nick channels 
worldwide later this year. 

Jetpack Distribution will bring 
the title to MIPTV and distribute 
it in tandem with Nick and shop 


the series across select territories, 
SVODs and AVODs. 

“She’s just super cute,” says 
Dominic Gardiner, CEO at 
Jetpack Distribution. “But from 
a more commercial business 
perspective it is becoming more 
of a franchise. We have a lot of 
stuff in our portfolio that’s very 
story driven and not overtly 
commercial and we wanted 
something with that potential 
as well.” 

The 52 x 11-minute series, 
aimed at 6-11 year olds, uses 
photo real textures, hand-drawn 
elements and a bright colour 
palette to create the 

fantasy world. 

“One thing creator [Rich 
Magallanes] said is he wanted 
to create a show that when you 
say the title, as a kid you would 
get it right, but parents would 
always get it wrong. Kids love 
that kind of thing because it 
makes them laugh.” 
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Infinity Train 
Distributor: Turner 
Producer: Cartoon Network 


Broadcaster: Cartoon Network (US) 


Logline: A young girl finds herself on a train full of infinite worlds 


Infinity Train is an upcoming 
animated series based on a 
popular original short that 
emerged from Cartoon Network 
Studios’ global artist program. 

The mystery adventure 
follows a young girl named 
Tulip and her two-in-one robot 
companion, who finds herself on 
a train full of infinite worlds and 
tries to find her way home. 

Tulip ends up in a world full 
of corgis named Corginia, where 
the corgis are stalked by an evil 
creature named The Steward. 
Atticus, king of Corginia, 
believes Tulip can defeat it. 

“One of the focuses of the 
show is how we respond to 
change,” according to the 
network. “Tulip’s journey is 
filled with constant changes and 
unknowns, but she’s hopeful she 
can solve the mystery with 


her intellect.” 
Infinity Train’s pilot was first 
released on Cartoon Network’s 


VOD player and YouTube 
channel in 2016, and has since 
gained 4.3m views as of March 
2019. 

A petition to greenlight 
the show was made shortly 
after the pilot was released 


garnering more than 57,000 
signatures before the greenlight 


announcement. It will make its 
debut on the channel within the 
year. 

The series hails from Regular 
Show scribe Owen Dennis, who 
joined Cartoon Network after a 
storyboard test. It is directed by 
Nick Cross and Randy Myers 
are also involved. 


Oda Upside Down 
Distributor: Studiocanal 
Producer: SAM Productions 


Broadcaster: DR Ramasjang (Denmark) 
Logline: Oda helps kids reconquer their right to fantasy 


and imagination 


Oda is a good fairy and magical 
inventor that takes pre-schoolers 
into a fantasy world where they 
are able to tackle challenging 
figures in this Studiocanal live- 
action series. 

The fairy confronts 
powerful villians, such as 
strict kindergarten teacher 
Balder, by turning her universe 
upside down with the help of 
resourceful children. 

Up against Oda’s generous 
mischief, Balder’s excessive 
power struggle combined with 
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his lack of magical ability creates 
humour and fun for children 
aged three and over. 

“It’s increasingly becoming 
a universal goal to educate 
children through playing and 
strengthening their skills through 
games,” says Beatriz Campos, 
head of international sales for TV 
series, at Studiocanal. 

“Oda Upside Down covers 
universal themes that will 
resonate with children all 
around the world.” 

Studiocanal will take the 10 x 


10-minute series to MIPTV with 
two separate offerings. One will 
see it sell the title as a finished 
tape with local voices, and the 
other as a format fit for local 
adaptation. 

Oda is produced by SAM 
Productions, part of Studiocanal. 
Campos says picking up the 


title was a “no brainer” as it fits 
well alongside other popular 
Studiocanal titles in its portfolio, 
such as Esther’s Notebooks and 
the Paddington TV series. 

The series was created by Ida 
Mule Scott and Iben Albinus 
Sabroe. It is directed by Oliver 
Ussing. 
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The Viral Factory 
Distributor: Viacom 


Producer: Nickelodeon (Netherlands) 


Broadcaster: Nickelodeon 


Logline: Celebrity YouTubers help their fans make viral videos 


The Viral Factory is an 
interactive gameshow format 
from Nickelodeon which ties 
up celebrity YouTubers and 
fans to create viral social 
media-led videos. 

Every week a new contestant 
posts videos to a relevant 
YouTube channel and viewers 
can vote for their favourite clip. 
The winners get to take home 
a camera kit to do their own 
YouTube videos at home. 

The 7 x 22-minute format 
first aired in the Netherlands 
and Belgium as De Viral 
Fabriek in March 2018. 

“Tt’s the first time we’re 
taking it to market. It’s done so 
well in the Netherlands and we 
loved it so much we thought 
we’d shop it internationally,” 
says Laura Burrell, head 


of formats for Viacom 
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International Studios. 

Viacom takes the title to 
MIPTV after its acquisition 
of YouTube and online video 
conference VidCon in 2018. 

“Vlogging is so popular 
right now, but this is the first 
competition in this new world 
of making content — I can’t 
think of another show that’s 
aimed at young people that 
want to become a YouTuber. 
That’s it’s unique selling point,” 
says Burrell. 

She continues: “The show 
lends itself as a format because 
it will work better with locally 
cast kids and contestants 
and local influencers and 
YouTubers. It’s a traditional 
kind of competitive structure 
with a series winner, so it’s 
adaptable for the international 
audience.” 


Olobob Top 
Distributor: CAKE 
Producer: Beakus 


Broadcaster: CBeebies (UK), ABC Kids (Australia) 
Logline: Tib, Lalloo and Bobble use shapes and colours to create new 


friends 


Olobob Top is the latest 
animation property from 
CAKE; a colourful, fun series 
created by producer Steve Smith 
and his family. 

The 39 x 11-minute series 
follows the adventures of Tib, 
Lalloo and Bobble, who live in 
a magical tree in the Olobob 
Forest. 

Each story sees the trio head 
to Olobob Top, where they 
combine shapes, patterns and 
colours to create new characters 
and friends. 

The series is created by 
Smith and his partner Leigh 
Hodgkinson, whose children 
voice two of the characters. 
Hodgkinson is also the 
illustrator of the toon. 

“Tt’s truly a family property,” 
says Ed Galton, CCO and 
managing director at CAKE. 
“Each story encourages 
creativity, friendship and 
teamwork and focuses on 
creative play and having fun. 
There is no limit to a child’s 
imagination.” 

The animation also includes 


the vocal talents of British TV 
star Stephen Mangan (Green 
Wing, Episodes, I’m Alan 
Partridge), who provides voices 


for over 50 characters in the 
Olobob universe, and a musical 
score by Emmy Award-nominee 
composer David Schweitzer 
(Charlie And Lola). 

“Olobob Top has all of 
the elements, from character 
development and storytelling 
to visual design, for it to be an 
internationally embraced show,” 
Galton says. 

The Olobob crew also have 
extended reach in the form of 
picture books, a HTML 5 game, 
YouTube channel and social 
media pages. 

A ‘Create A Olobob 
Character’ competition is placed 
on the Olobob website where 
the winner will ultimately have 
their creation brought to life and 
voiced by Mangan. 

Twenty-six episodes are set 
to appear on CBeebies in spring 
2019. The animation will also 
be made available in a 78 x 5 
-minute format for MIPTV. 
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The Kissing Hand 
Distributor: Henson 
Producer: The Jim Henson 
Company in partnership with 
Rehab Entertainment and 2 
Friends Entertainment 

Logline: A well-loved children’s 
book brought to life by puppets 


The Jim Henson Company is 
set to bring The Kissing Hand 
to the international market, 

a puppet animation based on 
Audrey Penn’s beloved picture 
book series. 

Penn created the tales after 
witnessing a ritual in which a 
real-life mother racoon placed 
its nose on a baby racoon’s paw 
to transfer her scent. The scribe 
was told that the purpose of the 
ritual was to ease separation 
anxiety when the baby 
embarked on travels alone. 

The idea has sparked a series 
in which fictional raccoon 
Chester is soothed by a kiss on 
the hand by his mother, teaching 
children how to cope with daily 
anxieties and refer to home 


Chester learns how to 
navigate going to school, make 
new friends and deal with the 
daily anxieties of a pre-schooler. 

“Every child at some point 
has to go out into the world and 
have their own adventures,” 
says Halle Stanford, president of 
television at Jim Henson. “It will 
resonate with all children and 
families.” 

The core objective of the title 
is to teach children self-love and 
self-regulation as they go out 
into the world. 

“One of the things we need to 
do is get kids emotionally ready 
for school,” says Stanford. 

“We talk about a lot of the 
things kids need to get from 
school in terms of literacy or 
STEM learning, but the number 
one predictor of success is 

being emotionally ready for 
challenges.” 

Jim Henson, the company 
behind long-running series 
such as The Muppets, believes 
that the use of puppets helps 
create emotional connections 


show on air by 2020. 

Penn’s book series, which 
was first published in 1993, has 
had enduring success, which 
Jim Henson hopes to recreate 


a book store this weekend and 
underneath the ‘hottest picture 
book’ section was The Kissing 
Hand, and my heart swelled 
because that’s how much of a 


comforts when needed. in particular. It hopes to get the ina TV series. “I went over to classic this book is,” she says. 
Moon and Me Moon and Me is the latest ground in its technical, visual 
Distributor: 9 Story Distribution International preschool title by Teletubbies and conceptual ambition, 
Producer: Sutikki, Foundling Bird creator Andy Davenport; a combining puppetry and stop 
Broadcaster: BBC (UK), Universal Kids (US) tale of two characters from motion to create an incredibly 
Logline: Well-loved toys come to life when nobody is watching completely different worlds. unique visual signature.” 
When Pepi Nana invite Moon Davenport is the creator, 
Baby to visit their toy house, writer, character designer, set 
he awakens the other toys designer and music composer of 
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and takes them on a magical 
journey to Storyland, where they 
learn about friendship, playing 
together and being kind. 

“An Andy Davenport series 
is a pretty rare even and we 
fell in love with the concept 
straight away,” says Alix 
Wiseman, senior VP of business 
development and acquisitions 
at 9 Story Distribution 
International. 

“The show breaks new 


the property. 

The series combines a 
handcrafted feel and soothing 
pace to provide a counterpoint 
to the prominence of technology 
in kids’ lives. It focuses on 
universal themes such as 
friendship, generosity, empathy 
and kindness. 

“We really believe in this 
series and expect it to appeal to 
a diverse and global audience,” 
says Wiseman. TBI 
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“Undoubtedly, we 
have come along 
way. Areweina 
great place yet? Not 
entirely.’ 


David Michel is president 
of Cottonwood Media 
and MD of Federation 

Kids and Family 
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Viewpoint David Michel 


Authenticity in entertainment 


hen I first started my career in the 

entertainment industry back in the 
early noughties, ‘authenticity’ was 
nothing more than a buzzword. 

Content specifically geared towards kids was 
primarily in the animated space, which was more 
fantastical in its execution and more forgiving in 
nature when it came to political correctness. Live- 
action offerings for the younger demographic was 
limited in both numbers and scope, and there was 
a clear lack of diversity and gender representation 
for kids, except in shows such as Degrassi, which 
tackled teen issues head on. 

Most of the popular mainstream live-action teen 
programming such as Beverly Hills 90210, and 
Clueless, provided great entertainment but only 
touched on teen issues in a milder way and usually 
in the glossy setting of a California environment. 

Fast forward to present day and the pendulum 
has swung towards authenticity and truthfulness 
when it comes to the representation of kids, where 
representation of race, gender and social issues are 
becoming more common in entertainment. The 
advent of social media has allowed kids to have a 
voice and express their opinions, with the likes of 
YouTube creating a great platform - without any 
filtering from producers or TV executives - for 
commonality with others and highlighting a broad 
range of issues that otherwise would have been kept 
under the radar. 

As bystanders we have been able to witness this 
movement and encapsulate authenticity in both 
characters and storytelling, while implementing 
a shift towards realism and credibility. The fact 
that kids became empowered to create content 
represented their ‘authentic’ selves allowed us as 
producers to use this as guidelines in our own 
storytelling. 

As producers of the live-action series Find Me in 
Paris for example, we made a conscious effort to 
craft characters from diverse backgrounds, social 


origins and gender oreintations, to ensure that these 
stories were expressed from an organic point of 
view, as opposed to feeling forced or fabricated. 

Jeff Chase, a character played by actor Castle 
Rock is an openly gay hip-hop dancer who 
struggles with the art of ballet. His issues are the 
same as many of his peers, he is a teen experiencing 
angst. Authenticity and reliability have always been 
at the forefront when writing for our characters 
as it’s important that our target audience be 
represented in our series. 

Although this sentiment is becoming 
increasingly prevalent in kids’ series, shows such as 
Sesame Street have been pioneers in championing 
inclusion and diversity for decades. Whether it’s 
creating a character with autism or introducing 
Kami, a five-year-old HIV-positive girl Muppet 
orphaned by AIDS, there isn’t a topic or character 
type that the producers haven’t shied away from 
which is both refreshing and inspirational. 

Undoubtedly, we have come along way. 

Are we in a great place yet? Not entirely. The 
preschool world is probably best in class for 
showing authentic and varied characters. Take 
Doc McStuffins for example, which was the first 
animated series on Disney Jr. to feature a black 
female lead. 

However, archetype characters are still prevalent 
in many kids’ shows as of late. The white sporty 
athlete and the blonde cheerleader are still “go to” 
characters in some series, as is the racially diverse 
character with a heavy accent; although this trend 
seems to be bucking as audiences become savvier 
and content creators become more aware and 
socially responsible. 

So, although we have made exceptional progress 
as an industry, we still need to fine-tune the 
characters we are creating, ensuring that race, 
gender, and sexual orientation are fairly represented 
to reflect and connect with our broad and 
beautifully diverse viewing audience. TBI 
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